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ABSTRACT
In Thailand, conversation commerce or chat commerce is one of the successful E-business platforms emerging in the Post
COVID era. Hence, the objective of this study is to examine six factors that may lead to the success of chat commerce. These
six factors are (1) Perceived Ease of Use, (2) Perceived Usefulness, (3) Compatibility, (4) Subjective Norms, (5) Trust, and (6)
Attitude towards chat commerce. It also aims to study the differences of these factors across four generations; (1) Baby Boomer,
(2) Gen X, (3) Gen Y, and (4) Gen Z. The data is collected from 253 respondents via Google Forms with 182 respondents having
chat commerce experiences. It is found from statistical analyses on the collected data that perceived ease of use and perceived
usefulness of chat commerce receive the highest average scores from respondents from all four generations, while trust in chat
commerce receives the lowest average score. Moreover, Gen Z respondents give higher average scores of all six factors than
respondents from other generations. The results of this study provide us with a better understanding of why Thai people in each
generation enjoy using chat commerce.
Keywords: Chat commerce, perceived ease of use, perceived usefulness, compatibility, subjective norms, trust, attitude.
INTRODUCTION
“According to Darwin’s Origin of Species, it is not the most intellectual of the species that survives; it is not the strongest that
survives, but the species that survives is the one that is able best to adapt and adjust to the changing environment in which it
finds itself.” — Leon C. Megginson, 1963.
Lockdown and reopening policy during the pandemic of COVID-19 in Thailand cause a lot of troubles for business management.
Many businesses lost their customers during the lockdowns and had to find new business strategies in order to survive. When
the government eases the lockdown, some of them, however, are not ready for the reopening. The main reason is that for the
reopening, businesses have to ensure the safety of the customers. Hence, at some reopened department stores in Bangkok, staff
would greet customers and give them a hand sanitizing gel at the same time. Shoppers may be asked to register via a mobile app
before entering the department stores, while staff must take rapid COVID-19 tests on a regular basis. Because of these many
safety policies, some businesses choose an alternative way to keep in touch with their customers no matter during the lockdown
or the reopening periods. One of the chosen platforms is conversation commerce or chat commerce.
LITERATURE REVIEW
Chat Commerce
Chat Commerce in this research is a form of online shopping by using chat applications such as LINE or Facebook Messenger
as a means of communication between sellers and customers and conducting product trading transactions. It covers the use of
official business chat accounts. The concept of chat commerce is simple; the conversation has always been a part of customers’
purchases. Chat commerce has great business potential because it provides customers a safe platform for transactions and
provides businesses with a natural way of online marketing. Businesses can use chat commerce for direct interaction with their
customers. Moreover, chat commerce saves customers time and money, and it is easy for customers (Piyush et al., 2016).
Chat Commerce in Thailand
The popularity of using smartphones is increasing among Thai people. Thailand is the country with the 3 rd highest number of
mobile internet users in the world, with almost 80% of the Thai population using social media. So, commerce through social
media and smartphones becomes a great business opportunity. Online trading in Thailand has a total value of approximately 270
billion Baht (or about 8 billion USD) at present, with 62% coming from social media trading or Social Commerce and 38%
coming from online marketplaces and brand websites. Since Thai people like to talk, ask, and chat on social media, chat
commerce has become the present and future of doing business in Thailand. Talking and asking for trading or chat commerce is
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an important trend for doing business in Thailand. LINE Thailand Head of E-commerce says that there are more than 47 million
LINE users in Thailand. And LINE wants Thai entrepreneurs to have knowledge and understanding of these upcoming trends so
that businesses, no matter small or large, can be ready and have access to these business opportunities (Spring News, 2021).
The Six Factors
The six factors which may lead to the success of chat commerce in this study include (1) Perceived Ease of Use, (2) Perceived
Usefulness, (3) Compatibility, (4) Subjective Norms, (5) Trust, and (6) Attitude towards chat commerce. These factors are
selected from previous research and models. Perceived Ease of Use and Perceived Usefulness is from Davis’s Technology
Acceptance Model (TAM) (Davis, 1989). Trust is also integrated into TAM in many types of research, such as the one by Gefen,
Karahanna, and Straub (2003). Attitude and Subjective Norms are from Fishbein and Ajzen’s Theory of Reasoned Action (TRA)
(Lyong Ha, 1998). Also, Compatibility has been recognized as an important factor in the adoption of IT innovations (Bunker et
al., 2006)
Perceived ease of use
Perceived ease of use refers to the degree to which a prospective user expects the target system to be free of effort (Elmorshidy
et al., 2015). Most studies on TAM (Technology Acceptance Model) indicated that perceived ease of use directly influenced the
use and intention to use. For Thai people who already know how to use chat applications such as LINE or Facebook Messenger
as a part of their daily lives, they would find chat commerce an easy way to do online shopping.
Perceived usefulness
As another component of TAM, perceived usefulness refers to the perceived benefits of using a specific application system.
Perceived usefulness has consistently been a strong determination of the intention to use technology. (Elmorshidy et al., 2015).
It is obvious that Thai people would find chat commerce very useful, especially in the post COVID era, because chat commerce
can save their time and money, as well as keep them safe at home.
Compatibility
Compatibility refers to the degree to which the use of the new technology is perceived to be consistent with the potential users’
existing values, previous experience, and needs (Elmorshidy et al., 2015). Thai Internet users prefer using text chat to
communicate live with online sales representatives because text chat can give users some privacy, and users do not have to be
so innovative to use text chat (Rattanawicha, 2013). In other words, text chat is compatible with Thai users’ lifestyles.
Subjective norms
Subjective norm or social norm refers to users’ perception of whether other important people feel they should engage in the
behavior. Several researchers found positive relationships between subjective norms and behavioral intention (Elmorshidy et al.,
2015). In Thai culture, youngers always want to listen to and follow what elderlies suggest. As a result, Thai people are mostly
obedient and would do what is consistent with the subjective norms.
Trust
According to Webster’s Dictionary, trust can be defined as an assumed reliance on some person or thing. A confident dependence
on the character, ability, strength, or truth of someone or something. Trust can be viewed from several dimensions such as
transaction, presentation, product, service, and technology. Trust can be developed and maintained. (Elmorshidy et al., 2015).
Many studies indicate that trust is one of the most important factors for customers to do online shopping (Gefen et al., 2003). So,
trust can be one important factor to influence Thai people to use chat commerce.
Attitude
Attitudes are important predictors of behavior and behavioral intention. (Elmorshidy et al., 2015). It is believed that the attitudes
of the target users of information technologies play an important role in the acceptance and use of the technologies. Hence, if
Thai people have positive attitudes toward chat commerce, it would be easy for chat commerce to be successful in Thailand.
Generation Differences
According to the Book “Marketing 5.0: Technology for Humanity” (Kotler et al., 2021), Baby Boomer was born between 1946
and 1964. Generation X or Gen X was born between 1965 and 1980. Generation Y or Gen Y was born between 1981 and 1996.
And Generation Z or Gen Z was born between 1997 and 2009. It has been widely accepted that there are differences between
these four generations in many perspectives. For example, Gen X relates well with the concept of “friends and family,” while
Gen Z, children of Gen X, is considered the first digital native. Gen Y, the offspring of Baby Boomer, is well educated and
strongly associated with social media. All four generations have their own characteristics. Gen Y and Gen Z use digital and
social media as a part of their lives, while Gen X uses them more for professional purposes. As a result, Gen Y and Gen Z have
gotten more attention from marketers these days.
RESEARCH QUESTION AND HYPOTHESES
The objective of this research is to study six factors that may lead to the success of chat commerce in Thailand by focusing on
the differences of these factors between generations. The four generations in this study are (1) Baby Boomer, (2) Gen X, (3) Gen
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Y, and (4) Gen Z. The six factors include (1) Perceived Ease of Use, (2) Perceived Usefulness, (3) Compatibility, (4) Subjective
Norms, (5) Trust, and (6) Attitude towards chat commerce. The following hypotheses are tested.
H1: Perceived ease of use of chat commerce varies across four generations.
H2: Perceived usefulness of chat commerce varies across four generations.
H3: The compatibility of chat commerce varies across four generations.
H4: Subjective norms towards chat commerce vary across four generations.
H5: Trust in chat commerce varies across four generations.
H6: Attitude towards chat commerce varies across four generations.
RESEARCH METHODOLOGY
Research Tools
The main research tool in this study is an online questionnaire, as shown in Figure 1. The questionnaire has three parts. The first
part gives definitions and examples of chat commerce. The second part collects demographic data, including respondent’s gender,
year of birth, experiences with online shopping, and experience with chat commerce. In the third part, respondents are asked to
rate their opinions on six factors which are Perceived Ease of Use, Perceived Usefulness, Compatibility, Subjective Norms, Trust,
and Attitude towards chat commerce. Each factor has its own attributes, which range from three to six questions. These six
factors and questions of each factor are adapted from previous relevant research (Elmorshidy et al., 2015). Ratings for each
question are from 5 to 1, which represents strongly agree, agree, neutral, disagree, and strongly disagree, respectively. The
questionnaire was tested in a pilot study and improved for the actual data collection. Details of questionnaire development are
explained in the next section.
Questionnaire development
Twenty-five question items to measure six factors (3 items for perceived ease of use, six items for perceived usefulness, three
items for compatibility, three items for subjective norms, five items for trust, and five items for attitude, adapted from previous
research) were translated to Thai and arranged in a questionnaire format in Google Forms. The questionnaire then was tested for
its validity and reliability in a pilot survey with 30 respondents (7 Baby Boomer respondents, 8 Gen X respondents, 7 Gen Y
respondents, and 8 Gen Z respondents). After adjusting some of the questions from the pilot study results, the final Thai version
of the questionnaire was ready for the actual data collection. Table 1 presents the English version of the final questionnaire.
Population and Data Collection
According to data in 2020 from the National Statistical Office of Thailand (http://ittdashboard.nso.go.th/index_en.php), the
proportion of Thai population for these four generations is about 14% for Baby Boomer, 36% for Gen X, 26% for Gen Y, and
24% for Gen Z. Hence, data for this study is collected from Thai participants for each of the four generations using these
proportions. Also, we try to maintain the ratio of 60% female and 40% male shoppers in Thailand (itopplus.com, 2020).
A total of 253 respondents participated in the data collection via Google Forms in July 2021. The demographics of these 253
respondents are presented in Table 2. The participants are 13.8% Baby Boomer, 36.4% Gen X, 26.1% Gen Y, and 23.7% Gen
Z. 38% of them are males, and 58.1% are female. 182 (71.9%) of them have chat commerce experiences. And these participants
with chat commerce experiences are 12.1% Baby Boomer, 38.5% Gen X, 25.3% for Gen Y, and 24.1% Gen Z.
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Source: This study.
Figure 1: Questionnaire in google forms.
Table 1: English version of the final questionnaire.
Questionnaire Items
E1 - I think chat commerce is easy to use.
E2 - I think the way chat commerce works is understandable.
Perceived Ease of Use
E3 - I think it is easy to learn to use chat commerce.
Construct
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Construct

Perceived Usefulness

Compatibility

Subjective Norms

Trust

Attitude

Questionnaire Items
U1 - Chat commerce helps people to get the information
needed about the product
and purchase process.
U2 - Chat commerce can be used to inquire about discounts
or promotions.
U3 - Chat commerce can be used for agreeing on payment
and delivery of goods.
U4 - Chat commerce makes online shopping convenient and
fast.
U5 - Chat commerce can be used for asking for help if there
is a problem with
online shopping.
U6 - Chat commerce is useful for those who want to shop
online.
C1 - Shopping via chat commerce fits my lifestyle.
C2 - Shopping via chat commerce is suitable for my current
situation.
C3 - Shopping via chat commerce is my preferred method of
online shopping.
N1 - I think my friends will encourage me to use chat
commerce.
N2 - I think the person I trust will recommend me to use chat
commerce.
N3 - I think people who shop online will use chat commerce
when given
the opportunity.
T1 - Technology that supports chat commerce is reliable.
T2 - I think staffs who talk to customers in chat commerce
are knowledgeable
and able to serve customers.
T3 - I think staffs who talk to customers in chat commerce
have the intention
to help customers solve their problems.
T4 - I think staffs who talk to customers in chat commerce
have integrity
in their services.
T5 - I think the staff who talk to customers in chat commerce
will not disclose
personal information of customers.
A1 - I feel good to use chat commerce to shop online.
A2 - I feel good talking to staff in chat commerce.
A3 - I feel good when I receive an offer in chat commerce
that meets my needs.
A4 - I have a positive attitude towards commerce.
A5 - I will recommend people I know to use chat commerce.

Source: Adapted from previous studies.
Table 2: Respondents’ demographic information.
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Demographics

Generation

Gender

Chat commerce experience

Generation of respondents
with chat commerce experience

Gender of respondents
with chat commerce experience

Distribution
35 (13.8%)
Baby
Boomer
92 (36.4%)
Gen X
66 (26.1%)
Gen Y
60 (23.7%)
Gen Z
96 (38.0%)
Male
147 (58.1%)
Female
10 (3.9%)
Unidentified
13 (5.2%)
No online
shopping
Experience
58 (22.9%)
With online
experience,
no chat
commerce
experience
182 (71.9%)
With chat
commerce
experience
22 (12.1%)
Baby
Boomer
70 (38.5%)
Gen X
46 (25.3%)
Gen Y
44 (24.1%)
Gen Z
60 (33.0%)
Male
114 (62.6%)
Female
8 (4.4%)
Unidentified

Source: This study.
RESEARCH RESULTS
Descriptive Statistics
Factors and attributes
Table 3 presents descriptive statistics of each factor. The second column represents the number of attributes under the factors.
Cronbach’s Alphas displayed in the third column are all higher than 0.80, indicating the high quality of the questionnaire. Mean
values and standard deviation of each factor are also calculated for each generation. Table 3 indicates that Gen Z has the highest
opinion mean scores in perceived ease of use, perceived usefulness, and trust. On the other hand, Baby Boomer, Gen X, and Gen
Y do not have many differences in opinion mean scores. We also find from Table 3 that all four generations give the top two
highest opinion scores to Perceived Ease of Use and Perceived Usefulness of chat commerce. Moreover, Trust in chat commerce
receives the lowest average scores from all four generations.
Table 3: Descriptive statistics of each factor.
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Factors

Attributes

Cronbach’s
Alpha

Mean (Standard Deviation)
Baby
Boomer

Perceived Ease of Use

E1 – E3

0.889

4.32 (0.47)

Perceived Usefulness

U1 – U6

0.813

4.26 (0.39)

Compatibility

C1 – C3

0.814

4.09 (0.54)

Subjective Norms

N1 – N3

0.852

3.95 (0.68)

Trust

T1 – T5

0.840

3.54 (0.53)

Attitude

A1 – A5

0.897

3.96 (0.57)

Gen X

Gen Y

Gen Z

4.20
(0.51)
4.27
(0.52)
4.01
(0.71)
3.79
(0.72)
3.57
(0.49)
3.81
(0.66)

4.20
(0.69)
4.24
(0.58)
4.11
(0.76)
3.99
(0.70)
3.88
(0.58)
3.99
(0.67)

4.46
(0.53)
4.44
(0.53)
4.08
(0.79)
3.98
(0.69)
3.90
(0.75)
3.95
(0.73)

Source: This study.
Hypothesis Testing
Factors comparison for all four generations
First, we test each factor to see whether there are differences across four generations by using Dunn’s test under the alternative
hypothesis Ha: The factors’ average scores vary across four generations. Dunn’s test is Kruskal-Wallis multiple comparisons
which p-values adjusted with the Bonferroni method (Dunn, 1964). Dunn’s test is being considered because the collected data
of each factor do not have a normal distribution. Along with the analysis, hypothesis testing uses a 5% significance level.
Table 4 indicates that there are only two factors with significant differences in average scores across generations, Perceived Ease
of Use and Trust. For Perceived Ease of Use, Gen Z has significantly higher average scores than those of Gen X. For Trust, Gen
Z has significantly higher average scores than those of Baby Boomer and Gen X. Also, Gen Y has significantly higher Trust in
chat commerce than Gen X.
Table 4: P-value from Dunn's test when factors are different between generations.
Baby Boomer vs.
Gen X vs.
Gen X
Gen Y
Gen Z
Gen Y
Gen Z

Factors
Perceived Ease
1.000
1.000
of Use
Perceived
1.000
1.000
Usefulness
Compatibility
1.000
1.000
Subjective
1.000
1.000
Norms
Trust
1.000
0.087
Attitude
1.000
1.000
Source: This study.
** significant at 95% confidence level

Gen Y vs.
Gen Z

1.000

1.000

0.035**

0.494

0.884

1.000

0.332

0.545

1.000

1.000

1.000

1.000

1.000

0.464

0.774

1.000

0.047**
1.000

0.026**
0.478

0.011**
1.000

1.000
1.000

Attributes comparison for all four generations
Since there are not many differences for the “Factor” level as indicated in Table 4, we test each attribute individually to see
whether there are differences between generations for the “Attribute” level using Dunn’s test under the alternative hypothesis
Ha: The attributes’ average scores vary across four generations. Table 5 indicates only the attributes that have significant
differences between generations with the p-value inside the table. The hypothesis testing uses a 5% significance level. It is clearly
shown that Baby Boomer and Gen X have no significant average differences for all attributes. Moreover, when comparing Gen
Y with Baby Boomer and Gen X, the difference appears only in attribute T4. In contrast with Gen Z, the differences occur in
several attributes, and especially when compared with Gen X. Therefore, in the next section, the analysis will be considered
grouping Baby Boomers, Gen X and Gen Y together, then comparing with Gen Z. Table 6 presents descriptive statistics of the
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attributes that have the differences between generations from Table 5.
Table 5: P-value from Dunn's test when attributes are different between generations.
Baby Boomer
Gen X
Attributes
vs
vs
Gen X
Gen Y
Gen Z
Gen Y
Gen Z
E3
0.685
1.000
0.394
1.000
0.001**
U1
1.000
1.000
0.063
1.000
0.003**
U5
0.350
0.378
0.012**
1.000
0.172
T2
1.000
0.099
0.039**
0.093
0.025**
T3
1.000
0.176
0.092
0.078
0.029**
T4
0.957
0.008**
0.002**
0.015**
0.002**
T5
1.000
0.076
0.035
0.089
0.032**
Source: This study.
** significant at 95% confidence level

Table 6: Descriptive statistics of each attribute with significant differences between generations.
Mean (Standard Deviation)
Attributes
Baby
Gen X
Gen Y
Boomer
E3
I think it is easy to learn to use chat commerce.
4.36 (0.49)
4.17 (0.56)
4.20 (0.78)
Chat commerce helps people to get the information
U1
4.27 (0.55)
4.24 (0.58)
4.13 (0.83)
needed about the product and purchase process.
Chat commerce can be used for asking for help if
U5
3.91 (0.68)
4.14 (0.84)
4.17 (0.80)
there is a problem with online shopping.
I think staffs who talk to customers in chat commerce
T2
3.59 (0.73)
3.74 (0.56)
4.00 (0.70)
are knowledgeable and able to serve customers.
I think staffs who talk to customers in chat commerce
T3
have the intention to help customers solve their
3.68 (0.78)
3.73 (0.68)
4.04 (0.76)
problems.
I think staffs who talk to customers in chat commerce
T4
3.41(0.67)
3.59 (0.63)
4.00 (0.79)
have integrity in their services.
I think the staff who talk to customers in chat
T5
commerce will not disclose the personal information
3.05 (0.72)
3.14 (0.79)
3.52 (0.81)
of customers.
Source: This study.

The 21st International Conference on Electronic Business, Nanjing, China, December 3-7, 2021
443

Gen Y
vs
Gen Z
0.029**
0.003**
0.283
1.000
1.000
1.000
1.000

Gen Z
4.57 (0.55)
4.61 (0.62)
4.43 (0.76)
4.07 (0.76)
4.02 (0.98)
4.07 (0.90)
3.57 (0.99)
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Factors comparison for gen Z and other generations
From Table 7, Perceived Ease of Use, Perceived Usefulness, and Trust are factors that present the significant differences between
Gen Z and other generations. Moreover, Figure 2 shows boxplots of all six factors. When compare between Gen Z and other
generations, it is clearly shown that Gen Z gives the highest average opinion scores, which apply to all significant factors.
Consequently, the analysis in Table 7 builds from the one-sided alternative hypothesis Ha: Gen Z has higher average scores.

Source: This study.
Figure 2: Boxplots comparison between gen Z and other generations.

Table 7: Mean score, standard deviation, and p-value of factors comparison between gen Z and other generations.
Factors
Gen Z
Other Generations
P-value
Perceived Ease of Use
4.46 (0.53)
4.22 (0.57)
0.012**
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Perceived Usefulness
4.44 (0.53)
Compatibility
4.08 (0.79)
Subjective Norms
3.98 (0.69)
Trust
3.90 (0.75)
Attitude
3.95 (0.73)
Source: This study.
** significant at 95% confidence level

4.26 (0.52)
4.06 (0.70)
3.88 (0.71)
3.67 (0.55)
3.90 (0.65)

0.035**
0.647
0.418
0.012**
0.681

Attributes comparison for gen Z and other generations
Table 8 focuses on attributes inside the three factors which respondents give significantly different average opinion scores
(Perceived Ease of Use, Perceived Usefulness, and Trust from Table 7). The results in Table 8 are from the alternative hypothesis
Ha: Attribute of generation Z is different from other generations. The Dunn’s test will again be used, and all attributes which
have differences between two groups of generations, generation Z and other generations, are shown in Table 8.
Table 8: Mean score, standard deviation, and p-value of attributes that are different between gen Z and other generations.
Other
Factors
Gen Z
P-value
Generations
E1
I think chat commerce is easy to use.
4.39 (0.69)
4.19 (0.63)
0.043**
E2
I think the way chat commerce works is understandable.
4.43 (0.66)
4.25 (0.58)
0.044**
E3
I think it is easy to learn to use chat commerce.
4.57 (0.55)
4.21 (0.63)
0.001**
Chat commerce helps people to get the information needed
U1
4.61 (062)
4.21 (0.67)
0.000**
about the product and purchase process.
Chat commerce can be used for asking for help if there is a
U5
4.43 (0.76)
4.12 (0.80)
0.015**
problem with online shopping.
U6
Chat commerce is useful for those who want to shop online.
4.50 (0.79)
4.35 (0.64)
0.045**
I think staffs who talk to customers in chat commerce are
T2
4.07 (0.76)
3.80 (0.65)
0.023**
knowledgeable and able to serve customers.
I think staffs who talk to customers in chat commerce have the
T3
4.02 (0.98)
3.83 (0.73)
0.034**
intention to help customers solve their problems.
I think staffs who talk to customers in chat commerce have
T4
4.07 (0.90)
3.70 (0.72)
0.003**
integrity in their services.
I think the staff who talk to customers in chat commerce will
T5
3.57 (0.99)
3.25 (0.80)
0.028**
not disclose the personal information of customers.
Source: This study.
** significant at 95% confidence level
DISCUSSION AND CONCLUSION
From this study, it can be concluded that for the six factors which may lead to the success of chat commerce in Thailand, the two
most important factors are Perceived Ease of Use and Perceived Usefulness. This is true for all four generations in the study.
Perceived Ease of Use and Perceived Usefulness are the two main factors of the Technology Acceptance Model (TAM). So, this
study adds to the solid explanation of TAM as a basic and classic model for users to accept and use technology, including chat
commerce. It is also found from the study that Gen Z gives the highest scores to all six factors. This is consistent with the
characteristics of Gen Z, the first digital native, because digital and social media are parts of their lives. To promote chat
commerce in Thailand even further, businesses can look into attributes of each factor to gain a better understanding of how users
from each generation perceive or give their opinions towards those attributes of factors. This can lead to better services and more
uses of chat commerce in Thailand.
REFERENCES
Bunker, D., Kautz, K., & Nguyen, A. L. T. (2006, June). The role of value compatibility in information technology adoption. In
IFIP International Working Conference on the Transfer and Diffusion of Information Technology for Organizational
Resilience (pp. 53-70). Springer, Boston, MA.
Davis, F. (1989) Perceived usefulness, perceived ease of use, and user acceptance of information technology, MIS Quarterly,
13(2), 319-340. https://doi.org/10.2307/249008
Dunn,
O.
J.
(1964).
Multiple
comparisons
using
rank
sums.
Technometrics,
6(3),
241-252.
https://doi.org/10.1080/00401706.1964.10490181
Elmorshidy, A., Mostafa, M. M., El-Moughrabi, I., & Al-Mezen, H. (2015). Factors influencing live customer support chat
services: An empirical investigation in Kuwait. Journal of Theoretical and Applied Electronic Commerce Research, 10(3),
63-76. https://doi.org/10.4067/S0718-18762015000300006
Gefen, D., Karahanna, E., and Straub, D. (2003) Trust and TAM in online shopping: An integrated model, MIS Quarterly, 27(1),
57-90. https://doi.org/10.2307/30036519
ITOPPLUS. (2020). The purchasing power of women is bigger than you think. Retrieved from
http://blog.itopplus.com/tips/id_732_She-economy (accessed 4 October 2021).
The 21st International Conference on Electronic Business, Nanjing, China, December 3-7, 2021
445

Rattanawicha et al.

Kotler, P., Kartajaya, H., & Setiawan, I. (2021) Marketing 5.0: Technology for Humanity. New Jersey: Wiley.
Lyong Ha, C. (1998), The theory of reasoned action applied to brand loyalty, Journal of Product & Brand Management, 7(1),
51-61. https://doi.org/10.1108/10610429810209737
Piyush, N., Choudhury, T., & Kumar, P. (2016) Conversational commerce a new era of e-business. In Proceeding of the 5th
International Conference on System Modeling & Advancement in Research Trends, 322-327. SMART-2016, Moradabad,
India, November 25-27. https://doi.org/10.1109/SYSMART.2016.7894543
Rattanawicha, P. (2013) Internet mediated live communication with web vendor sales representative: An empirical study on
embarrassing products, Journal of American Academy of Business, 18(2), 276-283.
Spring News (2021) LINE delves into Chat Commerce, a business trend that is right for Thai people. Retrieved from
https://www.springnews.co.th/news/806832 (accessed 30 September 2021).

The 21st International Conference on Electronic Business, Nanjing, China, December 3-7, 2021
446

